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Agency pushes for more information on food labels 


Food & Drug Administration has proposed a major new 12-part program designed to provide 
consumers with much more information about what is in packaged food & to bring about other ben- 
eficial developments in the food processing industry. The program is expected to greatly increase 
the amount & usefulness of nutrition information appearing on food labels. Among its other pur- 
poses, the program provides for identification of fats & cholesterol content, sets standards for vita- 
mins & minerals sold as dietary supplements & sets new rules for imitation food products. 

The program is mostly voluntary for manufacturers & processors, but, according to Dr. Charles 
C. Edwards, Commissioner of Food & Drugs, between 75° & 90% of all food products should be 
affected because of competition among brands & among types of food products (for example, canned 
vs. frozen & beans vs. carrots). 

Below is an outline of the program. A summary is available free from Office of Consumer Af- 
fairs, Food & Drug Administration, Room 15B-32, 5600 Fishers Lane, Rockville, MD 20852. Full 
details are available in Part 3 of Federal Register for Jan. 19, which is available for 20¢ from 
Superintendent of Documents, Government Printing Office, Washington, DC 20402. (Federal Register 
is usually available in public, college & university libraries.) Consumers may comment by writing 
to Hearing Clerk, Health, Education & Welfare Dept., 5600 Fishers Lane, Rockville, MD 20852. 


@ Nutrition labeling—The nutrition labeling regula- 
tion establishes a standard format which is required 
whenever nutrition labeling is used, enabling consumers 
to easily find particular information in which they are in- 
terested. The nutrition information will usually appear 
under the following headings & in the following order: 
serving size, servings per container, caloric content, pro- 
tein content, carbohydrate content, fat content & per- 
centage of Recommended Daily Allowances for protein, 
vitamins & minerals. Comments by Feb. 20. 

@ Food label information panel—Among its provi- 
sions, this regulation locates food information (such as 
nutrition data) on the right of the brand Jabel. Comments 
by Feb. 20. 

@ Food fat labeling—Labeling of cholesterol & fat 
under this regulation will allow consumers to identify 
foods for inclusion in physician-recommended fat-modified 
diets. Comments by Feb. 20. 

@ Special dietary food regulations—This tentative 
regulation defines the term “special dietary use” & sets 
rules for labeling products intended for special dietary 
use, It also establishes the U.S. Recommended Daily Al- 
lowance (U.S. RDA) to replace the Minimum Daily Re- 
quirement (MDR) as the official measurement of nutri- 
tional intake. It sets the U.S. RDA’s for several vitamins 
& minerals. 

Those who appeared in earlier agency hearings on 
this matter may make further comments by March 20. 

@ Vitamin & mineral supplements—This tentative 
regulation establishes both upper & lower limits for each 
vitamin & mineral ingredient which will be allowed in 
vitamins & minerals sold without a prescription. It is pro- 
posed that these products contain from 50% to 150% of 
the RDA of each of their vitamin or mineral ingredients. 
Products containing more than 150% of the RDA of a 
vitamin or mineral ingredient would have to be labeled & 
sold as a drug. 


Those who appeared in earlier agency hearings on this 
matter may make further comments by March 20. 

@ Food standard labeling changes—These are amend- 
ments to existing regulations to replace references to spe- 
cial dietary labeling with reference to nutritional labeling. 
Comments by Feb. 20. 

@ Food flavor labeling—The primary purpose of this 
regulation is to establish a uniform pattern for labeling 
flavorings in foods. Comments by March 20. 


@ Incidental food additives—This is a tentative pro- 
posal to clarify existing regulations covering exemptions 
to the requirement to list incidental ingredients. Com- 
ments by March 20. 

@ Imitation food labeling—This is a proposed regula- 
tion that would clarify the use of the word “imitation” by 
permitting the word to be used only on a label when a 
product is nutritionally inferior to the food that it imitates. 
Imitation products that are similar to & nutritionally equal 
to foods (such as fortified orange colored drinks that equal 
orange juice) would be given fully descriptive names. 
(See next item below.) Comments by March 20. 

@ Standards of identity for mellorine & parevine— 
Under this proposed regulation these 2 ice cream like 
products to be sold under their own names with no ref- 
erence on the label to ice cream or imitation ice cream. 
(See next item above.) Comments by March 20. 

@ Ingredient labeling in standardized foods—This is 
a statement of policy in which FDA urges manufacturers 
to disclose to consumers those ingredients over which 
FDA presently has no authority to order disclosure. 


@ Uniform effective date for food labeling changes— 
FDA is proposing to require all food labeling changes 
to be effective no later than Dec. 31, 1974. All labeling 
ordered by food companies after Dec, 31, 1973, however, 
must be in full compliance with the new regulations, Com- 
ments by Feb. 20. 








Weighty questions 


Three Federal agencies—Federal Trade Commission, Food & Drug Administration & Postal 
Service—are looking into the practices of the industry that sells diet, figure & health goods & 
services to weight-conscious consumers. This industry is actually an amalgam of several indus- 
tries, including health & figure alon (or gym) industry, pharmaceutical industry & food industry. 
It takes in at least $350 million annually—or about $1.50 from every American—for such diet- 
related products & services as health & fitness programs, diet pills & weight-reducing aids. 


@ FTC looks at shape of health clubs 


Federal Trade Commission is focusing its attention on the advertising policies & sales tactics 
used by some health clubs & figure salons. Following are typical of complaints received by FTC: 

1. Consumers are lured to some clubs by ads promising “low introductory prices” or “2 mem- 
berships for the price of 1.” In some cases, these special prices do not exist. 


2. Some clubs allegedly tell potential “members” that they can lose large amounts of weight— 
“10 inches in 10 visits”—without dieting. This claim is challenged by some doctors who feel than an 
exercise program will not generally cause weight reduction unless the person doing the exerices is on 
a diet. Along this same line, customers are told that they can lose weight with only “passive exer- 
cise” on a vibrating lounge chair. This claim is refuted by Food & Drug Administration, which 
in a fact-sheet on “quackery” states: “No apparatus can reduce excess weight by vibration.” 


3. Consumers are sometimes told that an exercise program will be good for their health with- 
out adequate warning of the health risks involved. 


4. Consumers have found in some cases that they have signed a noncancellable contract, mean- 
ing they must make all payments whether they use the services. 


Because of these complaints, FTC is taking several steps. FTC is investigating the companies 
with worst complaint records &, when necessary, taking legal action against individual companies 
that operate the clubs. In some cases, legal action results in a company signing a consent order un- 
der which it agrees not to advertise falsely or misrepresent itself to the public. 


Based on FTC staff investigations & consent orders already issued, here are some sugges- 
tions to keep in mind if you are thinking about joining a health club: 


@ Do not decide upon a strenuous exercise program before consulting your doctor. 


@ Do not sign a contract on the spot. Ask if you can take it home with you to study 
overnight. Then, if you have any questions, you will have time to consult your lawyer, 
local consumer protection office or an FTC office. If the club won’t let you take the con- 
tract home, you might consider going elsewhere. 


e@ Take a short-term “membership” contract if possible. If you are not happy, you 
have not lost much. If you are happy with the club, you can sign up for additional services 
or months of membership. 

@ Make sure you know what the extent of health or exercise program is. It is a good 
idea to see the facilities & equipment. If the salesman says there is a swimming pool, ask 
to see it. Then ask how many members can be expected to be using the pool (or other fa- 
cilities) at any given time. 

e Take your time in signing up for a club that has not been built or has not opened 
its door. Many chains advertise special prices for a club that does not yet exist physically. 
It is best not to sign up until it opens & you can see facilities & equipment. 


@ Be on guard if you hear such sales pitches as “you have been especially selected” & 
“offer expires today.” In some cases, salesmen may try to play on your emotions by telling 
you that you’re getting a special price or an exclusive deal, neither of which really exists. 


To get more information on health clubs & similar organizations or to make a consumer com- 


plaint against an individual company, write to Federal Trade Commission, Bureau of Consumer 
Protection, Washington, DC 20580. 
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FDA to slim diet-pill market 


Food & Drug Administration is taking steps that could almost eliminate the use of prescrip- 
tion diet pills by drastically cutting the production of amphetamine. These drugs, which stimulate 
bodily functions, are the main ingredient in most prescription diet pills. 


A letter to Justice Dept.’s Bureau of Narcotics & Dangerous Drugs in January contained FDA 
recommendations which will probably result in a cut in national amphetamine production this year 
to half of what it was in 1972. This would be a further restriction on amphetamine production 
quotas which were sharply reduced by 80% only last year. 


FDA plans to take injectable amphetamines & “combinations” completely off the market. “Com- 
binations” are products which contain amphetamines, or another diet suppressor, as well as such 


drugs as sedatives. Combinations are more popular as diet pills than straight amphetamines because 
they are better on the nerves. 


Action against prescription diet pills comes as the result of findings that all diet suppressing 
drugs are of limited usefulness in producing weight loss & are too often involved in cases of drug 
dependence & abuse. In studies conducted for FDA, it was found that persons who took diet pills 


while dieting usually lost only a fraction of a pound more per week than those who relied only on a 
diet. 


PS checks for mail fraud in diet schemes 


As part of its continuing program to investigate possible cases of mail fraud, Postal Service 
is looking into consumer complaints against several companies that sell slimming devices & oth- 
er weight control products through the mail. It has investiated such products as slimming belts & 
inflatable shorts that—according to claims in nationally run magazine & newspaper ads—can help 
you lose several inches in your waist or thighs in “just hours” without dieting. 


According to studies made for PS & other data, most of the slimming devices cause only tempo- 
rary weight reduction through a form of dehydration—belts & shorts cause you to sweat. Whenever 
you drink water or a beverage, you gain back water that was lost in perspiration & you regain the 
inches you lost with the device. Most of the devices are also accompanied by instructions for exer- 
cises to do while wearing the devices. As PS officials see it, if this process involves any weight loss, 
it is probably the result of perspiration during the exercises, not the device. 


In cases where PS believes that a product advertised by mail (such as slimming device or diet) 
is ineffective, it either can ask Justice Dept. to take the company making the product to court or get 
the company to sign a compromise agreement, in which the company agrees to stop misrepresenting 
its product or service or go out of business. 


If you want more information or have a complaint about a product you bought through the 
mails, write to the Consumer Protection Office, U.S. Postal Service, Washington, DC 20260. 


Federal publications about nutrition & health 
The following booklets about health are available from Consumer Product Information, Public 
Documents Distribution Center, Pueblo, CO 81009; write checks to Superintendent of Documents: 


Calories & Weight, pocket guide that indicates calories per portion of common foods & information 
on planning weight reduction diets; 30¢. #084A. 


Dietary Supplements, answers to questions about multi-vitamin & multi-mineral preparations & 
about enriched & fortified foods, free. #085A. 


Medicines: Prescription & Over-the-Counter, what a patient should know & safe use of non-pre- 
scription medicines; free. #125A. 


Nutrition Nonsense & Sense, common misconceptions & how to protect yourself against nutritional 
quackery; free. #091A. 


Quackery, common medical fraud (“quackery”) situations & how to protect yourself; free. #055A. 
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Virginia Knaver continues in consumer position 


President Nixon has asked Virginia Knauer to continue to serve as his Special Assistant 
for Consumer Affairs in his second term. 


As part of his plan to reorganize the executive branch of Federal Government, the President 
has transferred Office of Consumer Affairs from the White House to Health, Education & Welfare 
Dept. OCA will operate within the Office of HEW Secretary Caspar Weinberger. The transfer 
does not reduce OCA’s funds or staff nor does it alter OCA’s mission, functions or authority. Mrs. 
Knauer continues as OCA Director in addition to her White House position. She also continues 
as a member of Cost of Living Council & National Commission on Productivity. 


Mrs. Knauer will report to the President through Weinberger in his capacity as Counselor 
[to the President] for Human Resources. 


Economic stabilization: Phase 3 


The third phase of President Nixon’s economic stabilization program, which began with 
the wage-price freeze Aug. 15, 1971, [CONSUMER NEws: Sept., 1971; Oct. 1, 1971] started Jan. 
11. The President’s goal for Phase 3 is to reduce the rate of inflation to 2.5% or less by the end 
ef the year. This would be below the inflation rate of 3.2% for 1972. Phase 1 & 2 [CONSUMER NEws: 


Oct. 15, 1971; Nov. 1, 1972] reduced inflation to almost half of the 5% or 6% increases in the cost of 
living in the late 1960s. 


Phase 3 is a modification of Phase 2: a damper on inflation but with less control & red 
tape. Food prices & costs of health services, in particular, will continue to be monitored closely. 
Cost of Living Council, which will monitor Phase 3, said major provisions of Phase 3 are 

@ Goal of reducing inflation rate to 2.5% by end of 1973; 

@ Establishment of pay & price divisions within Cost of Living Council; Pay Board & Price 
Commission of Phase 2 cease to exist; 

@ Establishment of Labor-Management Advisory Committee; 

® Replacement of controls on prices, wages & rent with program of voluntary compliance within 


general guidelines, except for 5 special areas: food prices, health service costs, construction costs, in- 
terest rates & dividends. 


CONSUMER NEWS is published the Ist & 15th of each month by the Office of Consumer Affairs, 
Executive Office of the President, to report Federal Government programs for consumers. Use of funds 
for printing this publication approved by the Director of the Office of Management & Budget, May 15, 1972. 
Authorization to reproduce any or all items is granted. Editorial address is CONSUMER News, Office of 
Consumer Affairs, New Executive Office Building, Washington, DC 20506; telephone: (202) 395-4692. For 
sale by the Superintendent of Documents, U.S. Government Printing Office, Washington, DC 20402; sub- 
scription $2 a year, payable to Supt. of Documents. Send changes of address to Superintendent of Documents. 
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